It is almost 15 years since the Indian banking sector was liberalised and paradigm shift happened in the Indian banking services. All banks have either totally implemented 'Core banking Systems' or halfway through. A survey result was obtained from 292 respondents about their views on electronic banking channels. The results indicate that the majority of the customers are very comfortable and willing to use e-banking channels. At the same time, over 80% feel that 'human contact is necessary'. This throws up a challenge to banks. Technology alone cannot give a sustainable competitive advantage for the banks. When all banks introduce IT in their technology, IT will lose its position as a differentiator. Beyond a point, IT along with 'personal touch' will be necessary for the banks to retain the existing clients and attract new clients. Banks have to incorporate this in their IT and operational strategy.
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Background
Financial sector is the spinal cord of sovereign economy of any country. India is no exception. The technology adaptation in banking operations in India was a few decades behind that of in developing countries. Since early 1980s, Reserve Bank of India (RBI, Regulator) has been pushing the Indian banks towards computerisation as a mechanisation of operations. Technology was seen as a key business enabler in six vital areas of banking viz. augmenting profit pool, operational efficiency, customer management, distribution and reach, product innovation and efficient payment and settlement (Shastri, 2004) . RBI expected that these developments in the areas of housekeeping and decision-making will improve the customer service levels and productivity, ultimately resulting in better profitability. In recognition of the need to introduce greater competition with a view to achieving higher productivity and efficiency of the banking system, RBI issued guidelines in January 1993 for the entry of "New Private Sector Banks" (NSPB). Subsequently, nine new commercial were granted license to start banking operations. Liberalisation coincided with the Information Technology Revolution of the 1990s. New Private Sector Banks started with 100% computerisation right from the day 1 of operation and revolutionised the banking service levels in India by matching even banks in developed countries. New Private Sector Banks (NPSBs) used technology as a strategic tool for customer acquisition. This made all government-owned Public Sector Banks (PSBs) and the existing Old Private Sector Banks (OPBs) to go on defensive to invest in IT to retain their customer base as NPBs gained what PSBs and OPBs lost.
The banking sector has witnessed a sea change during the last few years. The emergence of NPSBs, expansion by the foreign banks, the changing business model of the nationalised banks compounded by financial reforms and burgeoning of middle class, has, over the last ten years, completely transformed the ways banks in India operate. The government-owned commercial banks today have a market share of around 75% (down from the earlier 95%), the private sector banks about 20% and the foreign banks about 5% (Kannabiran and Narayan, 2005) . NPSBs perceived that future competition among banks would be essentially based on the technology and developed state-of-the-art technology infrastructure, comparable with that of banks in developed countries.
While the entire banking industry is moving fast to improve the IT infrastructure and to implement core-banking solution to integrate the entire banking operations, it is very much important to study in the Indian context how computerisation has influenced the banking habits and preferences of Indian customers. As IT services have come into the Indian banking only in the last ten years, not many research works are documented in Indian context. This study is intended to understand the preferences of customers of Indian banks on technology-based services.
Common technology-based services offered by Indian banks
Banking service has become a technology-intensive industry next to airline industry. Technology has created 'paradigm shift' in the client servicing. Banks like ICICI in India used technology as a 'competitive advantage', and successfully became the largest private sector bank in India within five years of commencing operations. ATMs, cell phone banking, anywhere anytime banking and internet banking are the most popular services, which have come to the market, and all banks are competing with ICICI bank to offer these services.
Banking operations and processes were reengineered with the introduction of technology. Several new products were introduced. Several of them were unimaginable in the earlier era. Internet banking (also referred as e-banking, online banking, etc.), Automated Teller Machines (ATMs), phone banking/cell banking, debit cards, credit cards, etc., were some of the new arrivals in the last decade.
Introduction of Core-Banking Solution (CBS) integrated the operations of a bank across various locations. A central server replaced all branch level and controlling office level servers. Each and every transaction happening across any service point like a branch or ATM is recorded in that server. CBS even, we can say, eliminates 'branch' in favour of 'bank'. CBS makes it possible to conduct normal banking transactions like deposit/withdrawal of cash from account, account transfers, etc., from any branch of the bank, even if the account is not opened in that particular branch. Multi-city cheque facilities offered by many banks have started making the conventional service of issuing 'Demand Drafts' waning gradually.
Cash withdrawal from any ATM of the branch is made possible by CBS. Most of the ATMs are equipped to conduct several other transactions, apart from cash withdrawals, like account transfers, payment of bills, balance enquiry, etc. Institute for Research in Banking Technology, Hyderabad (IDRBT), has installed National Financial Switch (NFS), where ATMs of several banks (as on date 27) are integrated, and customer of one bank can withdraw money from an ATM of another bank in which he/she does not maintain an account. Over 16,000 ATMs are currently interconnected through NFS.
Internet banking is gaining prominence where information from central server is made accessible to the account holder using a PIN or password. Account statements, account transfer facilities, bill payment facilities, list of cheques to be cleared, etc., are some of the facilities given by banks to the clients. Some of the banks have not enabled the transactions through internet because of fear of security lapses. All the banks have websites through which banks publicise their products and services.
Cashless world is not far away. Credit cards and debit cards are gaining acceptability and many banks have started providing these services. Master and VISA are the most preferred companies with which banks make arrangements for providing credit/debit cards to clients.
Many banks have introduced phone-banking service. Call centres have been set-up to provide this service and call centres have access to the central server and the questions raised by the clients are answered after the identity of the caller is ascertained.
RTGS has made it possible to transfer funds from one account in a bank from a city to another account in another bank at another city instantaneously for a nominal charge.
Many banks have started offering services like Depository services (DP) using technology to clients. The concept of 'One-stop Banking' is becoming a reality.
Literature survey
The business literature is flooded with literature on the customer preferences of US customers on technology-based services, while such literature is limited on the Indian context (Figure 1 , Tables 4 and 5 ). Even though customer preferences vary from country to country based on the culture, demography, affordability, IT penetration, etc., understanding the scenario in the other countries may throw some light to us on the subject. Institutions from the developing markets have always tried to follow the footsteps of their counterparts from the developed nations. Indian banking system has always tried to cross the benchmarks set up by banks in the countries like USA, tailoring them to the local conditions. Foreign banks in India tried to be the trendsetters by offering innovative solutions like ATMs or credit cards, which Indian banks dutifully followed. Technological developments in India made by NPSBs have considerably reduced the delay between the introduction of new services by foreign banks in India and Indian Banks. Hence, studying the developments in USA and other countries will give us some insight into how and in what direction the Indian banking system will move in the future.
When technology opened several channels of delivery like internet banking, telephone banking, ATM, mobile banking, etc., different views were expressed about future acceptability of technology-based services. One view was that 'brick and mortar' would be substituted by 'click of the mouse'. NPSBs with a fewer number of branches and staff strength focused on creating IT-based delivery channels to compete with thousands of branches of PSBs located in every street corner. The argument against technology was that it caused 'depersonalisation' or increases the gap between the customers and the bank. A trend of depersonalisation is emerging in the banking industry, and as such, its impact on the way in which banking business will be conducted in future bears a heavy question mark. Moreover, it will become more difficult for customers to differentiate the services offered by one bank from another, as any technological advantage gained will be short-lived (Moutinho and Curry, 1994) .
Some other experts believe that growing levels of automation and cost control measures would make more and more transactions moving out of the branches. Dr. V.P Gulati, Director of Institute for Development of Research in Banking Technology (IDRBT), estimates that in mid-term, 40-50% of transactions will move to ATMs, 8-10% will move to internet, 10-25% to mobile or tele-banking, resulting only 15-40% of transactions will be done through branches (Rao, 2004) .
Many financial institutions have clearly embarked on the development of technologydriven strategies, which they hope will be translated in terms of customer preferences, and consequently, higher returns and market penetrations. ATMs have been playing a pioneering and pivotal role in the advancement of this technological transformation of banking scene. Consumers' increasing familiarity with ATMs, coupled with falling technology costs, means that virtual banks are on the horizon. New formats such as ATMs or telephone banking can encourage customers to carry out more transactions. This increased usage can increase banks' costs per customer even if cost per individual transaction is lower.
The research of Ulengin (1998) in Turkey and Almossawi (2001) in Bahrain concluded that ATM network in convenient locations was a dominant factor in bank selection decision-making of consumers in those countries.
The late 1980s and 1990s saw the sudden surge in the raise in use of technology as a differentiator for banks in USA. This is the period when ATMs became the prime interface between the banks and the customers. Branches became secondary. The whole branch area has been neglected over the past 5-10 years, partly because many bankers believed that the branch would become less important at a time when the internet was seen as up and coming. It was believed that the lower transaction costs would spell the end of branch banking. "They recognise now that that's not going to happen" (Marenzi, 2002) . So far the trend has not shown any bias against branches. Banks thought that the introduction of ATMs will cut costs by reducing need for tellers. In fact, consumers did not stop using tellers to the extent banks had hoped, but they also used ATMs to frequently that the reduction in cost per use was more than off-set by the higher volume of transactions (Boss et al., 2000) . Studies suggest that customers do not want to bank purely by internet, ATM or phone, but want to use several channels, especially branches. Though ATMs are popular among customers, studies by Dove consulting has concluded that only 10% of deposits in USA and only 2% in UK are made through ATMs. In spite of the availability of new technology-driven channels, the customer expects a humane relationship with his/her banker in addition to low pricing, flexible terms, etc., and there seems to be no substitute for a face-to-face meeting either on advice on loan, a house purchase or insurance services (IBA bulletin, 2004) . Even in developed economies, especially USA, while the number of banks is coming down, the actual number of branches is on increasing trend (Rao, 2004) .
If a bank already has a reputation for technical innovation, its customers are more likely to feel comfortable with more technology. But, if a large share of its profits or growth comes from older customers who prefer personal service, it could be unwise to push ATMs too hard. Bank marketing managers need to continuously assess the customer's decisions-making process as well as the formation of attitudes, preferences and satisfaction of automated services. It is of little use for an organisation to attempt to position an offering by emphasising a particular attribute(s) that do not constitute significant choice criteria in target market (Devlin, 2002) .
The banking industry has tried to take advantage of the productivity and customers service gains associated with technology by provisions of ATMs, which consumers can use to carry out day-to-day banking transactions. However, while these new technologies may offer significant advantages to the consumers, many are unwilling to adopt them. It is very important to understand the customer preferences, attitudes and adaptations of these services to properly use them as marketing tools to attract new clients and retain the existing clients. A large number of consumers are resistant to new way that represents loss of personal contact. Keltner (1995) studied the contrast between the stable market position of German banks and declining fortunes of American banks. He suggested that American banks devoted much of resources in the previous decade investing in information technology and rationalising employment and shifted from customer cultivation towards an emphasis on customer acquisitions. In the process, US banks lost their sources of competitive advantages of service quality and financial advising and customers moved to other financial providers and instruments who could meet the customer service needs just as cheaply and conveniently. Alternatively, German banks spent in 1980s heavily on human capital and organisational capabilities necessary to offer high levels of financial advising, quality service and convenience of consolidating financial service products with one another and managed to retain their competitive appeal. In banking industry that has got mountain of paper work and routing transactions, even though large gains can be made from streamlining service delivery, it should be implemented in such a way as not to cut bank off from core set of customers and benefits derived from relationship banking should not be compromised.
Service excellence is the ultimate differentiation for future success. Applications of modern technology help service excellence, by improving operating processes and helping to gather and collate more information both about and for the customers, so that the banks can provide customers with better and more appropriate products and services (Kleiner and Kim, 1996) . Kolodinsky et al. (2000) and Kolodinsky and Hogarth (2001) studied the adoption of new innovations and services like electronic transfer of funds, electronic bill payment, phone banking, and PC banking, to identify the characteristics of these innovations that are most related to consumer adoption, or rejection of e-banking technologies. The study looked beyond current users and included consumers' intentions to adopt in the future. They concurred with the opinion that there is an e-banking revolution in the USA. From the study of data from Federal Reserve Board commissioned set of questions during September-October 1999, out of a sample of 1000, 57% used direct deposits, 55% used ATMs, 36% phone banking, 22% used EFTs, and 11% PC banking. They estimated that the relative advantage, compatibility, complexity, trialability, and observability associated with the four technologies studied are important in their adoption by consumers. They concluded that with the exception of income, they could not consistently infer that any set of variables is associated with the adoption of all e-banking products. It is clear, however, that individuals who have higher incomes have higher probabilities of currently using or intending to use these products. If relative income matters in adoption, then lower income households will continue to be left out. For India, which has substantial rural, poor and illiterate population, this is a significant observation to be taken note of. The study also concluded that current and expected future users were younger (with the exception of electronic bill payment) and of higher economic status. Gender differences existed for phone banking, electronic funds transfer and PC banking. Men were more likely to have adopted or plan to adopt direct bill payment and PC banking compared with women. More women have already adopted phone banking, but more men indicated an intention to adopt it.
US customers have clearly indicated that they are not single-channel users. The retail branch, however, is the main and preferred channel of most customers. In this environment, the low levels of investment and attention directed to the retail branch over the past few years has created a disconnect between customer expectations and bank services and capabilities. To bridge this gap, it will require a fundamental change in the predominant technology infrastructure that is in place today (Kim, 2001) . Kuykendall (2003) , based on a survey conducted by Gallup, of Princeton, concluded that the popularity of automated teller machines and online banking has not dampened the enthusiasm for branches. 83% of the 1011 adults contacted by telephone told the polling firm that they visit a branch at least once a month, for business other than making an ATM transaction. They have quoted Dennis Jacobe, the chief economist for Gallup, which conducted survey, "Despite the changes in banking technologies, the bank branch continues to play a key role in determining customers' relationships with their banks. It is a common misconception that people are not going to the branch. Banking executives should not overestimate technology or underestimate the importance of going to a bank and doing normal kinds of things as a routine matter. The relationship with the customer is built through the branch." Indeed, the poll seems to show that people use more bank services overall when they have more channels to choose from. Use of online services, phone banking, and ATMs all rose when compared with Gallup's previous branch-use survey, in March 2000. Internet banking had the biggest jump: 29% said they bank online at least once a month, against 7% in the previous poll.
Joseph and Stone (2003) investigated some of the various roles technology played in US banking sector, and now technology, in general, impacts the delivery of banking system. The study was conducted on a six-factor model
• accurate ATM and e-banking -relates to accuracy, security and convenience of Accessing, information on provided in electronic channel Vs through human interaction
• customer service -relates to the ability of bank to provide friendly, efficient out atmospherically pleasing services in the infinity of bank
• excellent telephone and internet banking -relates to the ability to provide quick, convenient, personalised and user-friendly electronic services
• secure and flexible service -relates to providing special needs in both ATM and electronic services
• easy and convenient banking -relates to case of use of electronic delivery services (ATM and online instructions)
• personalised services -relates to personalisation of electronic services (such as acknowledging the name of individual accessing ATM or online webpage.
The result indicated that the general population was satisfied with the technological aspects of banking industry and banks are concentrating on areas where customer felt important. Most customers were found to be familiar with basic services provided by ATMs and bank website. The study also indicated that the technology was found to be an integral part of the service mix and high scores on ability to deliver service via technology appeared to be correlated with high satisfaction with services deemed most important to customers. As most of the customers were found dealing with larger conglomerate banks, the importance of 'personalised relationship' may not be quite important as offering an efficient level of service. The emphasis should be on providing speedy efficient service than a friendly smile and doughnuts. Hway-Boon and Yu (2003) conducted a survey to determining the factors that are essential for the successful implementation of e-channels by domestic commercial banks in Malaysia. The results suggested that bank operations management was the main factor affecting the success of ATMs, PC and branch banking, while product innovations and knowledge development factors are formed to have the most significant effect on kiosk and phone banking, respectively. At present, most successful delivery channel used by banks to deliver their services is discovered to be bank branches followed by ATMs, phone banking, PC banking and banking kiosks. In future, say in five years, the bankers felt that financial services would be mostly delivered by PC banking followed by ATMs and phone banking, banking kiosks and lastly branch network.
Given the fact that online banking transactions cost substantially less than physical branch transactions, banks throughout the world are rushing to develop their internet strategies (Wright and Ralston, 2002) . Historically, the distribution channels have been the corner stones of most banks success, but the delivery capabilities of new electronic channels are outstripping the branch -cantered models that most banks use to manage them (Li, 2001) . In particular, a cohort of value-focussed new entrants in the financial market are experimenting with very different strategies and business models to capture the most lucrative businesses and the most profitable customers by leveraging their unique resources and core competence and by exploiting the new capabilities of internet. New electronic channels also make customers more knowledgeable and shift bargaining power from banks to customers. Mols (1999) divided the bank customers into an internet banking segment and branch banking segment. Internet banking segment consists of computer literates having access to internet either at home or workplace, and branch-banking segments consists of computer illiterates. Internet banking segment does not put high value on their personal relationship with local bank, and it is relatively price-conscious and well educated. Mols says that the former is growing and latter is shrinking, which will result in popularity for internet-based banking channels. Mols also found that, compared with non-users, users of home banking have higher intentions of repurchasing, provide more positive word of mouth communications and are less likely to switch banks. Sohail and Shanmugham (2003) , based on a study conducted on customer preferences in banking on Malaysian customers, found out that there were no differences on electronic banking and conventional banking customers because of age and educational qualification and revealed that accessibility of internet, awareness of e-banking and customer's reluctance to change are the factors that affected the use of e-banking in Malaysia. Moutinho and Smith (2000) studied the bank customer satisfaction through mediation of attitudes towards human and automated banking. Their findings suggest that the drive towards 'ease of banking' and convenience is favoured by customers and therefore banks should find alternative strategic routes designed to improve service delivery, either human-based or technology-based. The study also suggests that bank customer's attitudes towards the human provisions of services and subsequent level of satisfaction will impact on banks switching more than when the same delivery is made through automation.
Although millions of dollars have been spent on building internet banking systems, report have shown that potential users may not use the systems in spite of their availability. According to Technology Acceptance Model (TAM), perceived ease of use and perceived usefulness constructs are believed to be fundamental in determining the acceptance and the use of various information technologies. Yin-Shun et al. (2003) , based on a sample study of 123 users, concluded that extended TAM was successful in predicting the intensions of the users to adopt internet banking. It is also demonstrated the significant effect of computer self-efficacy on behavioural intentions through perceived use.
Chau and Lai (2003) conducted a study and concluded that 'perceived ease of use' might be the single most significant determinant of users' acceptance of internet banking perceived usefulness and accessibility followed perceived ease of use. Other factors such as task familiarity, personalisation and alliance services also exhibited positive influences on attitude through significant influence on perceived usefulness. Mattila et al. (2003) studied the internet banking adoption at customers of Finland, where 39.8% of all retail banking transactions were made through internet as early as August 2000. It was found that internet banking was the third popular mode of payment among mature customers. In demographic analysis, it was found that over 30% of wealthy and well-educated mature males used e-banking as their primary mode of making payments. Perceived difficulty in using computers and lack of personal service in e-banking were found to be the main barriers of internet banking among mature customers, internet banking was also found to be more unsecured among mature customers than bank customers in general. Christolov and Marianne (2004) suggested that consumer acceptance and use of ebanking technologies are related to the characteristics of both individual customers and the specific technology. In USA, nearly two-thirds of all employees are getting their salaries directly into their accounts. ATMs were introduced in USA in late 1960s, and 902 million ATM transactions were reported per month in 2003, and nearly two-thirds of ATMs in USA are located away from branches (offsite ATMs). By 1995 and 2002, debit card transactions grew by 42% per year, and in 2003, total debit card transactions stood at 495 million a month. Even though electronic banking became wide spread, more than 75% of consumers participated in consumer survey of finances 2001, reported that they transact 'in person'. Federal Reserve report concluded that even though there is a wide use of varieties of e-banking technologies like long available ATM cards, debit cards, credit cards, etc., most e-banking services are used by higher income, higher assets, younger and better educated households. Volumes of electronic payments were expected to cross paper cheques for the first time in 2003. However, consumers preferred personal contact in specific services involving complex transactions like that of mortgages. Durkin and O'Donnel (2005) studied the importance of increasing the role of the technology in service organisation, which can reduce cost and improve service resulting vis-à-vis important role of personalised relationship in the delivery of service through a study on 200 retail bank customers categorised as high net worth and low net worth. The result suggested that internet banking was seen as important, irrespective of their relationship status, and both the groups were found to show a desire to replace face-to-face interactions with e-banking solution. Laforet and Li (2005) investigated the market status of online/mobile banking in China and found that Chinese online/mobile bank users were predominantly males, not necessarily young and highly educated, in contrast with west. The issue of security was found to be the most important factor that motivated Chinese consumers adoption of online banking and main barriers to online banking were the perception of risk, computer and technological skills and Chinese traditional cash-carry banking culture. The barriers to mobile banking adoption were lack of awareness and understanding of the benefits provided by mobile banking. Berry et al. (1988) built an instrument SERVQUAL containing 22 items spanning five dimensions as tangibles, reliability, responsiveness, assurance and empathy, to measure the quality of services. Sharma and Mehta (2004) made a comparative study of quality perceptions on four banks in India -State Bank of India, Corporation Bank (both government-owned banks), UTI Bank (NPSB) and J&K Bank (OPSB) using SERVQUAL model. The result indicated that there is a difference in the service quality perception of customers in the public sector and private sector banks. On tangibility dimensions, UTI Bank topped the list followed by Corporation bank, SBI and J&K Bank. Public Sector Undertaking Banks were ranked better when compared with private sector banks on reliability. On the dimensions of responsiveness (employees' capability to respond to customers), the ranking was that corporation bank leading the list followed by UTI, SBI and J&K Bank. On empathy dimensions (Bank's understanding of customer needs), Corporation bank lead the ranking followed by UTI, SBI and J&K Bank. PSU banks were found to be ahead of private sector bank on assurance dimension of service quality. Bhat (2005) , using SERVQUAL scale, studied the service quality of Indian banks and service quality variation across demographic variables. The study was conducted in four north Indian states of Jammu & Kashmir, Punjab, Haryana and Delhi restricted to five banks such as State Bank of India (SBI), Punjab National Bank (PNB), Jammu & Kashmir Bank (J&K Bank), CITI Bank (CB) and Standard Chartered Grindlays Bank (SCGB). The results suggest that foreign banks are relatively close to the expectations of their customers in comparison with Indian banks. The study confirmed that poor service quality among Indian banks is mostly owing to deficiency in tangibility and responsiveness. The analysis of service quality across income variable shows that service quality of Indian banks as perceived by their respective customers varies with their level of income, though not proportionately, viz a viz less variations across income segments as perceived by clients of foreign banks. The reason could be that proportion of transactions done through ATMs is higher across clients of foreign banks compared with Indian banks, and ATM machines do not differentiate customers. The analysis of service quality as perceived by different age groups reveals that service quality of banks is comparatively better among higher age groups, whereas reverse is the case among lower age groups. Service is perceived to be better at states where competition is higher and banks provide better quality service to business group customers in comparison with service group customers, as they are small in numbers but have higher income level.
Research motivations and research questions
Management's failure to identify customers' desire is one kind of quality gap (Zeithmal et al., 1990) . When all banks in India are investing heavily on their information technology infrastructure, their IT strategy should incorporate the basic likes and dislikes of customers. There are not many research works documented on the preferences of the customers of the Indian banks. This work intends to bridge this 'gap' to some extent.
Various research works covered in literature survey give different opinions and conclusions and could not be generalised across all markets. Taking that into consideration, answers for certain basic questions on the perceptions of customers of Indian banks on the technology-based services have to be found out.
They are:
• Are the Indian customers comfortable with electronic banking channels like ATMs, internet, etc., to carry out banking transactions?
• Do the Indian customers prefer to use electronic channels like ATMs, internet, etc., to carry out banking transactions than going to branch?
• Do the Indian customers feel that introduction of technology in banks have improved the service level in banks?
• How secure Indian customers feel with their financial information available and managed over internet?
• Do the Indian customers feel Information Technology has increased the 'gap' between the bank and the client?
• Do the Indian banking customers feel that human contact is necessary between the banks and their clients?
• Do the Indian banking customers feel that electronic banking channels will completely replace branches?
• Do the preferences of the customers and what banks deliver match?
The fifth and sixth questions are very vital in understanding the customer's perception about the requirement of human interface in banking. If 'No' is the answer for sixth question, banks need not bother about the answer of fifth question. The last question is the extension of last question that or not Indian banking customers perceive that physical branch banking can be completely replaced by e-banking channels.
It is needless to say the importance of eighth question.
Research methodology
Indian financial market is very diverse and the preferences of services change across demographic factors like education, age, sex, salary/earnings level, etc. Hence, in an attempt to get a true representative sample, we sought the help of one of the top five retail financial service providers. The company advises clients on various investment options like mutual funds, shares, bonds, insurance, etc. The clientele of the company includes clients of various banks and has over 100 branches across various states of India. Out of their over 100 branches, 20 branches were chosen carefully covering 15 cities/towns including three of the four metros spreading across eight states of India. 25 questionnaires were sent to each of those 20 branches asking them to get the questionnaires filled up by clients who came to their offices for investment purposes. After about 4 weeks, 292 filled-up questionnaires were received back, i.e. response rate of 58.4%. When the answers were analysed, it was found that about 55% of the respondents were banking with public sector banks, 7% with old private sector banks, 25% with new private sector banks, 9% with foreign banks and remaining with cooperative banks and others, which means that public sector banks are under-represented by 20% against their market share and others are over-represented to that extent. This figure approximately represents the market share of respective categories in towns and metros, as the rural market is almost monopolised by public sector banks, which results in higher market share for PSBs. We have not covered rural market in this study.
In educational qualification, about 70% of the respondents were graduates and post-graduates, 15% school final/Diploma, and balance were professionally qualified and others. About 15% of the respondents reported monthly income over Rs 100,000, about 15% between Rs 50,000 and Rs 100,000, 30% between Rs 10,000 and Rs 50,000 and remaining below Rs 10,000. About 80% of the respondents are male. It may be because of the fact that still male members of the family make investment decisions in most of the families and since the questionnaires were filled by persons who came to the branches of the investor advisory services company.
Analysis and discussions
The survey is leading us to certain important observations (Table 1) • About 80% of the respondents are very much comfortable with e-banking channels like ATMs or internet and prefer to use these channels to go to a physical branch.
• About 77% agree that the introduction of IT has improved customer service in banks.
• 49% of the respondents only felt completely secure about having financial information in internet. Banks, if they take efforts to improve this perception, can further improve the acceptability of e-channels, which will improve productivity.
• Over 73% of the respondents felt that the 'gap' between the banks and clients increased because of IT, and over 82% felt that human contact is necessary between the banks and the clients.
• About 58.2% felt that e-channels would replace branches. It is contradictory to the fact that over 80% of the respondents felt that 'human contact' was necessary.
We may have to interpret that more and more routine transactions would be done through e-banking channels but customers would also need a human interface.
The questionnaire listed the important factors identified as the influencing factors on decision-making and satisfaction levels of the clients from various studies referred in the literature survey and captured the respondents' perceived importance of the factors viz a viz the performance of the bank on each of the factors. The responses were captured in a scale of 1-5, 1 -representing the 'Very Important' for importance and 'Excellent' on performance while 5 representing 'Not at all important' for importance and 'Very Poor' in performance. The weighted average scores of all responses were calculated and the scores on both importance and performance were ranked and compared. The results were tabulated. The results indicated that 'Gap' existed (both positive and negative) on various parameters between the importance respondents place the individual parameters and the performance of the banks on those parameters as perceived by the responses. The more the weighted average score on performance than the importance indicated that the performance is poor when compared with the importance the respondents placed on a particular parameter. On analysing Table 2 , the following things may be observed. The safety of funds is the most important factor (Rank 1) for the respondents for choosing the bank and it is observed that the perception of the respondents about the safety of funds in their respective banks almost matches with their expectation, which is evident from the fact that 'The safety of funds' has been ranked no. 1 in both importance and performance. When the top ten parameters based on importance are listed, viz. safety of funds, secured ATMs, ATMs availability, reputation, personal attention, pleasing manners, confidentiality, closeness to work, timely service and friendly staff willing to work, only four factors such as safety of funds, secured ATMs, ATMs availability, reputation and closeness to work are getting a place in top 10 rank on performance. Other factors such as personal attention, pleasing manners of the staff, confidentiality, timely service and friendly staff willing to help and ranked between 29 (confidentiality) and 46 (friendly staff willing to help) in terms of performance. 'Salary account' has been ranked 34th in terms of importance by the respondents while it has been ranked 2nd in performance. Similarly, 'Father's bank' has been ranked 50th in terms of importance by the respondents while ranked 8th in performance. The significance of this point is that respondents though they do not attach importance to the factors of salary account and father's bank, they happen to keep their employer's bank as their main bank or father's bank as their bank.
When the waited average scores of the importance of parameters and the performances are tabulated on the basis of difference between the scores, it is found that the performances on technology-based services exceeded the importance or expectations, the performances on human factors are found to be below expectations.
Minimum waiting time, friendly staff willing to help, higher rate of interest on deposits, clear communication, pleasing manners, approachability of branch managers, personal attention, timely service, quick/prompt response and good complaint handling (Table 3) are the top 10 parameters on the basis of difference in importance and performance. Out of these ten, about nine parameters (except higher rate of interest on deposits) are about the performance of bank personnel on a face-to-face contact. The performances on these 10 parameters are much below the expectations of the respondents. Table 3 Analysis of parameters on the basis of difference in importance and performance On the other side, in 17 parameters, performances are reported to exceed the expectations of the respondents. Out of these 17 factors, 13 parameters such as other IT-based services, credit card, internet banking, one-stop banking, depository services, debit card, error-free net banking, phone banking, easy connectivity, user-friendly net banking, secured internet banking, user-friendly ATMs and innovative services represent technology-based services. The other factors where the performance has exceeded importance are father's bank, friend's referral, salary account and staff knowledge.
Parameters

Conclusions
• The majority of the customers are very comfortable and willing to use e-banking channels. Hence, it is very important for Indian banks to have e-banking channels. Those banks, which are yet to have e-banking channels ready for customers, may see the exodus of clients to the other banks with e-banking channels. The increasing market share of new private sector banks with state-of-the-art technologies is partly answered by this result.
• Even though banks have e-banking channels, the result that over 80% feeling "human contact is necessary", throws up a challenge to banks. The banks, while exceeding the expectations in technology-based services, the perceived service level on branch network is below the expected levels of the respondents. This result is in tune with the respondents' opinion on the perceived 'gap' with the bank because of the introduction of technology, opinion on the necessity of human contact with the clients by the banks.
• Technology alone cannot give a sustainable competitive advantage for the banks. When all banks introduce IT in their technology, IT will lose its position as a differentiator. Beyond a point, IT along with 'personal touch' will be necessary for the banks to retain the existing clients and attract new clients. Banks have to incorporate this in their IT and operational strategy.
• The results of the analysis may serve as recommendations for banking institutions to identify areas of weakness or those that need improvement in bridging the gap between the expectations of the customers and what is being offered to them. It is becoming evident that a wide gap exists in human service in banking while technology-based services are exceeding expectation. To achieve competitive advantage, technology-based services may help, but to retain competitive advantage, the banking institutions have to improve services at the branches.
Limitations and scope for future research
Since the sample size is limited, the findings can be taken only as indicative results and the findings have to be compared and confirmed with a study with bigger sample size to get better accuracy. Further research works have to be done on the influence of factors like age, educational qualification, salary, IT strength of the banker, etc., on the perception of technology-based services and future expectations. Internet and mobile 2 27
Call centre 1 10
Number of customers <1 million 14 million
Source: Kamath (2005) 
